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[bookmark: _Toc456901515][bookmark: _Toc81603756]Introduction 
	This assignment intends to discuss the development of Innovation and Creativity for Business Advantage. This assignment will critically reflect on the concept of innovation in the context of one organisation on which the two selected modules of innovation will be implemented. The selected modules for this assignment are idea screening and networking, and the organisation selected for this assignment is Domino’s, a worldwide leader in Pizza delivery. Domino's Pizza, Inc., which is branded as Domino’s across the globe, was founded in 1960 and led by Richard Allison, the company's CEO. Dominos has a dedicated team of individuals committed to becoming the best pizza delivery in the world. Thus, in this assignment, the writer will recognise, analyse and apply creative thinking at the organisational level of Domino’s. Different models of innovation will also be differentiated and critically explored, and the characteristics of organisational knowledge and organisational knowing will also be assessed in this assignment.
[bookmark: _Toc81603757]Innovation
	According to Paulussen (2016), innovation is a widely used concept that every person, industry and organisation actively use to make a difference and fill the gap. It is a process in which a product, service, or domain is renewed and brought up to date with the help of new processes and techniques. Innovation is a concept of bringing something new that has never existed or revamping an existing item according to customers' new technology. Thus, according to Von Hippel (2016), innovation is also establishing successful ideas to create new value, which is one of the defining characteristics of innovation.
	According to Irani (2019), innovation is the backbone of any organisation. Suppose an organisation do not innovate as per the new technologies and processes. In that case, there is a threat of it being neglected by customers as they are always seeking something new in which they can invest. In return, it will provide equal or greater value. However, many organisations around the globe adapt to the process and techniques of innovation. As a result, they have become market giants such as Apple Inc., Google, Samsung and some organisations and companies who did not adopt the concept of innovation and stuck to the traditional methods are left behind, such as Nokia and many other big names. They are now striving for maintaining their position in the market. However, companies like Apple Inc. and Samsung are continuously working towards innovative ideas and techniques, and with this, they have caught a great chunk of the market Smith (, 2015). However, other market giants are continuously bringing the level of innovation up for customers and have maintained a stable position in the market with their innovative ideas and techniques. One of the most innovative organisations around the globe is Domino’s, a pizza delivery network with a significantly large number of customers across the globe (Edwards-Schachter, 2018).
	According to Kahn (2018), after thirty years of its founding, Domino’s introduced the first new product in history: the pan pizza. However, before that, Domino’s played around in the market and steadily rolled out new food products (pizza) that helped the organisation secure a top position as the global pizza food chain. But it has been said that Domino’s has secured a significantly top position in the market while bringing innovative food items, but its success has more to do with a relentless pursuit of technology to revolutionise ordering food online and delivery (Hartley, 2015). It has been obtained that if an organisation wants to attract more potential customers and to win them over, then the organisation must actively work towards innovation; however, the way to win with customers is not with great products but with great experience that they will have while using the products offered by the organisation (Singh et al. 2020). Great customer experience can be obtained by making innovative products and services and making buying easy.
According to Bamburry (2015), Domino’s launched its first website in 1996 to order its favourite food items online. The innovative way of ordering food by using technology has set a higher watermark for Domino’s. Now, after decades of being found, Domino’s has a strong standing on many virtual platforms such as Facebook, Twitter, Instagram, Amazon Alexa, Slack, Smart T.V., and more, along with the Domino’s mobile that has user friendly interface which has made pizza ordering and tracking the delivery process even easier (Teoh, 2019). Thus, the "zero-click ordering" process has been introduced by Domino’s by which customers with a "pizza profile" on social media platforms can open the app which orders their preferred pizza flavour automatically after a ten-second clock runs down. Thus, according to Wenji (2019), almost 70% of Domino’s pizzas are ordered through digital channels.
[bookmark: _Toc81603758]Section 1
In this section, the two recognised innovation models are recognised and thoroughly discussed upon which this assignment is based. The two models of innovation are idea screening and networking. However, this part will also discuss the theories of idea screening and networking.
[bookmark: _Toc81603759]Idea Screening
	According to Sukhov et al. (2018) idea, screening is one stage in new product development, which follows the generation of an idea. Idea screening often involves using different aspects during the new product development process, such as checklists, scoring models for the new idea, or personal judgements based on the information obtained from the market research. However, the considerations for ideas on this stage include strength versus weaknesses, the trends of the market, the company's vision statement, and the product's potential to provide a significant return on investment. Thus, according to Magnusson et al. (2016), the ability of an organisation to make a product and its ability to market the item successfully comes under the screening process, which makes judgements regarding these abilities of an organisation. In addition, however, the screening process guides the technical personnel in their concept development efforts by culminating in different directions (Keum and See 2017).
	Similarly, the process of idea screening at Domino’s is quite active, and the department of technology works towards it to have the best experience for customers (Hevner et al., 2019). Domino’s pays attention to its technological advancement more than its products because they want customers to have a hassle-free and easy ordering process. Thus, it is vital that the idea screening be strong so that the product or service being developed can give better returns on investment, and it is also preferred by customers (Lauto and Valentin, 2016).
[bookmark: _Toc81603760]Theories of Idea Screening
	Magnusson et al. (2016) presented that with the goal for organisations to survive in an exceptionally powerful and evolving climate; otherwise, they will be left behind in the highly competitive market. By and by, this implies that organisations need to work with supporting exercises pointed toward getting ground-breaking ideas and ideas, then, at that point, forming these ideas into new items and processes and carrying them out on the market. Notwithstanding, during the past many years, the primary organisational challenge has not been on seeing how to create new and innovative ideas for customers to have a competitive edge in the market, yet rather on the capacity to recognise the ideas that could prompt successful new products which can be offered to customers (Hevner et al. 2019). Indeed, because of the overall simplicity of producing enormous amounts of new and innovative ideas while having restricted assets inside the organisations, just a few ideas can be chosen for execution. This makes idea screening a bottleneck during the process of innovation, a bottleneck through which ground-breaking ideas discover their direction into the organisation, making idea screening especially significant for the organisation's capacity to innovate (Sukhov et al., 2018).
	According to Keum and See (2017), the difficulties related to idea screening have consistently been related to the deep level of vulnerability experienced by the evaluators (who are responsible for evaluating the ideas that are presented), part of the way because of vague depictions of immature ideas and mostly because of profoundly unique or revolutionary ideas that are hard to contrast with existing products. Because of this vulnerability, the evaluators can encounter trouble getting ideas and failing to relate them to existing product classes, potentially bringing about a negative mentality towards ground-breaking ideas Hevner et al. (2019). To assist with decreasing the vulnerability related to idea screening, specialists have been proposing for quite a while an objective and orderly way to deal with deciding the quality of the idea presented. This methodology has been driven by the longing to comprehend the normal standards utilised by managers while assessing ideas, and it has propelled various idea screening studies (Lauto and Valentin, 2016).
[bookmark: _Toc81603761]Networking
	According to Lambrecht et al. (2015), exchanging ideas and information among people with a common profession or special interest comes under the umbrella of networking. Sometimes networking can begin with a single point of common ground, usually in an informal social setting. However, networking is essential, and it is even more important while innovation is taking place in an organisation because, without proper networking, the concept of innovation and the new product development will remain unknown to customers. Furthermore, through the network of innovation, an organisation implements business innovation faster and more efficiently. It has been obtained that the network of innovation exists within or across companies (Taddeo et al., 2017). Therefore, networking enhances innovation in an organisation and is an integral part of innovation culture.
	According to Abd Wahid et al. (2017), Domino’s has a strong networking process by having a strong online presence on different platforms such as Facebook, Twitter, Instagram, Amazon Alexa, Slack, Smart T.V., and more. In addition, the Domino’s mobile has a user-friendly interface. By these platforms, Domino’s communicates its new ideas and innovative technologies with customers and gets insights into customers' preferences upon which the organisation makes its next move in the industry. To become a successful business that customers recognise, it is important that the networking of the company or organisation must be strong among other organisations and customers (Schøtt and Jensen, 2016).
[bookmark: _Toc81603762][bookmark: _Toc456901517]Theories of Networking
	Jensen and Schott (2015) presented that an organisation's innovation network comprises an assortment of independent entertainers seeking repeated and enduring complementary trades pointed toward making new or better products, services for definite business sectors, or making new or further developing creations additionally managerial processes. In innovation networks, information investigation through weak ties, for example, sources outside to grounded connections, is required, and organisation adaptability is fundamental. Different exact studies discover support for the possibility that interactions with public examination organisations decidedly impact the innovative presentation of the firm. Numerous innovative firms have moved to an 'open innovation model, utilising a wide scope of external actors and sources to assist them with accomplishing and sustain innovation (Lambrecht et al. 2015). Two components are affecting the achievement of open innovation. First, the factor considered absorptive capacity that portrays admittance to abilities and external networks. Second, essential resources that incorporate restrictive R&D information, distribution or service networks, and manufacturing capacities of an organisation are mandatory for producing new ideas and spreading the organisation's networking channel (Abd Wahid et al., 2017).
[bookmark: _Toc81603763]Section 2
[bookmark: _Toc81603764]The ability of Domino’s to Innovate
	Kahn (2018) presented that Domino’s, unlike any other organisation in the industry, do not get overwhelmed by introducing new and innovative products continuously; instead, the organisation do very few new product introductions. Domino’s believe that the limited time offers that are introduced by the rest of the food chains in the industry are not sustainable, so this is why the organisation only introduce new products and services once in a few years so that the offers can stay there for a longer time and customers can benefit from them. However, Stanković and Stefanović (2020) presented that the limited time offers are not deemed as an efficient way for Domino’s to grow the business in the industry over time, yet it has managed to maintain a favourable position in the market with a fewer number of innovative products and services. Thus, the managers of Domino’s claims that anything that they put on the menu, they ensure that it is there for a longer period and it must have lasting power similarly the organisation do not invest in products or services or do not launch anything that they expect will not remain on the menu for a longer time (Hartley, 2015). According to Singh et al. (2020), there are many screening sessions when Domino’s has a new product or service. The new product has to go through many screening filters before the product or service even hit the testing phase. It means that the organisation is considerate about what it launches and what will create value for customers.
Bamburry (2015) presented three main overarching criteria: the filters from which a product has to go through. The first criterion is: the new product must fit into Domino's brand context, such as "oven-baked goodness or oven-baked pizza". The first criteria are important because a lot of what the organisation has launched over time complements the pizza experience, so it is important to stay with the pizza halo and Domino’s brand. The second criterion is: The product being launched must contribute incremental profitability at the store level. The second criterion is set because the company believes that if a product is going to cannibalise the sale of pizza or any other product offered by the brand in any way, then it should not be launched in the first place, and that is why dozens of tests are conducted each year for many different items and only the ones that contribute in the profit made out to reach the third criteria of the filter. The third and final criterion is related to the operations of the organisation. According to Teoh (2019), if the new product in the menu will not be introduced to customers without adding significant operational complexity into the stores, the organisation will not launch it. So, the product about to be introduced must have significant operational complexity in the brand's stores. Wenji (2019) presented that it is important for the company's success that the production model and the delivery model of Domino’s must be efficient because they may disrupt the company's risks.
According to Hartley (2015), Domino’s was about to go bankrupt, but instead, the company became a tech innovator. The main agenda or goal of Domino’s for which the brand was famous among customers is the promise to deliver the pizzas within 30 minutes or less. The strategy of delivering the pizza within the due time worked well until the competitors started beating them in this strategy, which was when the brand was in dire need of an edge. To come out with a solution for this competition and to have a competitive edge in the food chain industry, the CEO of the company in 2011 asked the I.T. team to make it as easy and efficient for customers to order a pizza within seconds and to this, the I.T. team build an app called "build and order your own pizza" for the brand in which customers could build their pizza and can also order it within seconds Kirkpatrick et al. (2018). Today, customers of Domino’s prefer using the digital platform to order pizza. The most commonly used digital platform is the food chain's iPad app to order via their phone. All this was possible because of the sincere dedication of the tech team towards digital-first innovations like this, and since then, Domino’s grew from just a pizza place to a tech titan. So, it is evident that Domino's Pizza Inc. is more likely to innovate in any domain, whether in their food menu or at the side of technology; the brand is always ready to bring something new for customers (Kraak et al. 2017). 
[bookmark: _Toc81603765]Section 3
[bookmark: _Toc81603766]Creativity
	Kaufman (2016) presented that the ability of a person to think of something uniquely or differently that has not been done before by anyone is called creativity. There are tons of different definitions of creativity presented by different scholars and authors. However, creativity is something that allows a person to view and solve a significant problem more openly and with innovation, and it has also been presented by Maley and Bolitho (2015) that creativity opens the mind of a person to the extent that he tends to do things that people are amazed by. According to Guilford (2017), a business or a society that has lost touch with its creative side is an imprisoned business or society and to revive that; it is vital to implement creativity and innovation into the system because if creativity and innovation are not incorporated in due time, then the generations of people may be closed-minded (Kwall, 2020). Thus, creativity is essential because it broadens people's perspectives, and it can also help people, societies, and organisations to overcome prejudices. According to Kaufman (2016), creative work is essential for an organisation, but it rarely happens in a vacuum because creative work thrives on collaboration among the co-workers and the higher management of any organisation and the cross-pollination of ideas. An ideal workplace is designed so that people of the organisation can work together as a team easily and effectively with ample communal space to interact with each other and meet up so that they can swap their creative and innovative ideas. However, creativity is considered the most important driving factor that helps an organisation create a competitive edge in the market by its creative thinking abilities. Thus, an organisation needs to be creative in every aspect and try to fill the gap in the industry as per the needs and requirements of customers. Creativity plays an important role in an organisation, and it also allows the employees to work effectively towards the goals and objectives of the organisation (Kaufman, 2016). Creativity is very important for any organisation because it brings people together and can nurture relevant teamwork and cooperation skills that are beneficial for both the organisation and its workforce (Guilford, 2017).
[bookmark: _Toc81603767]Creativity at Domino’s
	According to Hanson (2017), Domino’s is considered one of the most popular food chains globally operational in almost every country around the globe. However, the organisation plays a significant role in prevailing creativity and innovation into its business units and providing employees with a more positive and engaging working environment that makes them feel comfortable in the organisation during and after their shift (Essex et al. 2018). Domino’s is all about innovation and creativity but the products and services that are suggested to be launched need to be completely analysed and evaluated before they can be introduced to customers, and that is why the brand does not come out with back to back innovative products or services, yet it launches one after a few years when all the necessary steps are considered, and the brand is certain that it will give incremental profitability in return. Domino’s always comes out with creative and unique ideas to attract customers towards the brand, such as delivering food to the customer's doorstep within 30 minutes after the order has been placed or launching their user-friendly app where customers can order their pizza. Domino’s has always set the game-high for the competitors in the market with its innovative ideas (Berthelsdorf and Stone, 2017).
	Meadows (2020) presented that Domino’s was about to go bankrupt, but the CEO of the company Patrick Doyle in 2011, became a tech innovator and saved it from going bankrupt. Domino’s also came up with the idea of introducing e-bikes and driverless delivery services when it was threatened by other food delivery services such as DoorDash and UberEats, but the company worked on its service and delivery times to deal with the competitive market because this was the only way out for the company as it could never offer enough menu options to customers to compete with these market giants. So, instead of getting off-board, the company utilised its creative thinking ability and saved itself. However, it has been observed that the majority of the restaurants and food joints worldwide offer delivery services, but Domino’s is willing to get creative and face this challenge to stay ahead of this competition (Berthelsdorf and Stone, 2017). According to Bowman (2015), Domino’s harness creativity until it has incremental profitability for the organisation. It is one of the largest food chains in the market, and it is up there with other market giants such as McDonald's and Wal-Mart when it comes to the number of stores they have. Domino’s is a multi-national company that has a business interest in many areas of the world. Being a multi-national company means that it is operational in various parts of the world, employing thousands of people.
	Meadows (2020) presented that creativity is very important for Domino’s when customers are now more interested in takeout and delivery because of the Covid-19 pandemic, and it has been obtained that there has been a significant rise in the percentage of home deliveries and takeout as compared to the level before the pandemic. So to make the process of delivery smoother, Domino’s invested in two digital-first innovations so that it can stay ahead of the competition prevailing in the market. One of the two digital-first innovations is the delivery via autonomous vehicle, and the second is delivery via electric bike. Both the innovations did great in 2019 and resulted in digital sales of more than half of all global retail sales (Hanson, 2017). To launch autonomous delivery in 2019, Domino’s also partnered with Ford. However, this was one of the most innovative and creative ways that any company or organisation in the food industry has come up for food delivery. Thus, customers who opt for the autonomous delivery option will be issued a code to enter into a screen on the outside of the autonomous vehicle to receive their order. Hence, the brand has launched many other creative and innovative ideas over time, making a significant difference in the market (Bowman, 2015).
[bookmark: _Toc81603768]Section 4
[bookmark: _Toc81603769]Organisational Culture
	According to Elsmore (2017), the proper way to behave within the organisation is defined by the organisational culture. Organisational culture consists of the shared values and beliefs of the company that are established by the leaders who then communicate and reinforce these shared values and beliefs to the employees through various methods, which ultimately shapes the perceptions, understanding and behaviours of the employees towards the organisation and its goals and objectives. According to Odor (2018), the key to a successful business organisation is to have a strong organisational culture based on a widely shared and strongly held set of beliefs supported by the organisation's structure and strategy. The organisational culture of an organisation must be defined and well communicated among the employees because it has benefits such as a good organisational culture, increase the rate of employee retention, elevate productivity in every department of the organisation, define the goals and objectives of the organisation, increase joy at work for the employees and enhance the company brand in the market. According to Zhu (2015), it has been obtained that three things happen in an organisation when it has a strong culture which is: employees are aware of the requirements of the top management in the context of how they want the employees to respond to any situation, employees believe that the expected response of the top management is the proper response and employees are aware of the fact that they will be rewarded for demonstrating the values of the organisation. Thus, a strong organisational culture is a common denominator among the most successful companies in the market (Arifin, 2015).
[bookmark: _Toc81603770]Creative Organisational Culture at Domino’s
Odor (2018) presented that an organisation needs to have a creative and motivated culture so that the employees do not feel burned out and overburdened by the tasks they are given to complete. According to Elsmore (2017), an organisation's culture represents a specific set of pre-defined policies that guide the employees. It also gives them a sense of direction that helps them move towards achieving the goals and objectives of an organisation. However, an organisation's culture is a complex system that comprises many things associated with the organisation, such as the shared values and beliefs of an organisation, assumptions, and it also governs the behaviour of the employees within its boundaries.  All these underlying elements of an organisation actively contribute to the workplace's distinct psychological and unique environment. According to Lárusdóttir (2018), it has been identified that employees at Domino’s are never exhausted, and they do not have time to spare either. All this is because the employees have a great organisation and a great company culture. However, Domino's Pizza Inc. has not used long dialects and dialogues in its vision statement to deliver its opinion and stance to the public and the company's stakeholders by which it stands by at any cost. Instead, the company has always been brief and to the point about its culture and values, which is depicted in its vision statement: "Our vision is to lead the internet of food in every neighbourhood". However, according to Kumar (2015), a company's vision statement must be brief and comprehensive to communicate the essence of the business and its plans so that it can help the stakeholders understand the philosophy and strategy of the business.
	Stewart and Stewart (2017) explores that some of the employees at Domino’s work at a fixed salary while other workers are paid hourly, which depends on the nature of their job, such as the delivery riders. Thus, all in all, this means that Domino’s requires putting a lot of effort to maintain the workforce of every business unit and make a significant profit that is not only beneficial for the company, but it is also very important for the entire workforce whether working on a fixed or hourly salary basis. Wang and Chen (2017) presented that the working environment of Domino’s is good and the employees at Domino’s are positive, and they also offer guidance and training to the people who newly join the workplace, especially fresh graduates who are young and does not have any prior experience. However, many employees working at Domino’s claim that they enjoy working there and that their working hours pass quickly (Küppers, 2016). It means that the employees at Domino’s do not feel burdened with the amount of work they are given and they more certainly do not feel burned out at the workplace. 
The employees' relationship with customers seems to be on the highest levels because most of the company's workforce interacts directly with customers, such as customer service representatives and the riders who deliver the food at their doorstep. However, the relationship among co-workers at Domino’s is also on the highest level because they all interact effectively and share their unique and fresh ideas. Thus, the timings at Domino’s are also flexible as per the preference of the employees, as it is always possible for the employees to get shorter or longer hours to work (Zhu, 2015).
	Küppers (2016) presented that employees can switch their jobs easily with each other at Domino’s. It is not considered an issue because the organisational culture allows great flexibility to the employees who have not committed themselves to the company at the fullest company repay them this with great responsibility. It means that people can work as they like at Domino’s and their efforts are also widely noticed across the workforce. However, at Domino’s, employees are always encouraged to give their best shots, and they are always motivated to share their ideas so that they may feel valued. Employees at Domino’s are also provided with great training and development opportunities to broaden their skill set. Thus, everything at Domino’s is celebrated, whether it is success or failure. Everyone at the organisation is motivated to do everything that leads to success again and again until they achieve the desired goals (Stewart and Stewart, 2017).
[bookmark: _Toc81603771]Conclusion
[bookmark: _Toc456901523]	It is to conclude that innovation plays a vital role in the success of an organisation, yet innovation is the most important driving factor that leads organisations towards success. Thus, in this assignment, it has been obtained that an organisation must have the ability to innovate and offer new and innovative products in the market for customers to create value and receive value in return. Furthermore, an organisation needs to work towards innovation continuously and build an innovative workplace because the ability to innovate is linked to the culture and creativity of an organisation. It has been obtained in this assignment that Domino’s has secured a significantly top position in the market while bringing innovative food items, but its success has more to do with a relentless pursuit of technology to revolutionise ordering food online and delivering the food on time at customer's doorstep. Thus, this assignment has identified and analysed two recognised innovation models: idea screening and networking. However, in the next parts, the assignment actively evaluated the ability of Domino's Pizza Inc. to harness creativity along with the ability to foster a creative culture in the workplace. Thus, the assignment also thoroughly discussed the concepts of innovation, creativity and culture by drawing upon relevant theories.
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Domino's pizza is revelling in its employees' creativity in a new campaign from CP+B. The chain employs over 180,000 people worldwide, and within that vast army of pizza chefs, waiting for staff and delivery people lurks some real artistic ability. 
The "Labor of Love" T.V. spot and www.handmadebydominos.com microsite feature Domino's employees with special "handcrafted" skills/hobbies on the side.  The campaign has been created to highlight the craft that goes into creating a handmade pizza. As for the brand itself, the idea also shows them 'giving back to employees by showcasing their achievements.
[bookmark: _Toc81603775]Appendix 2
[bookmark: _Toc81603776][image: ]Innovation


Domino's partnered with Ford to launch autonomous (driverless) delivery in 2019. The car, called Nuro R2, travels at 25 miles per hour to designated delivery zones in Houston, Texas. Customers who opt for autonomous delivery will be issued a code to enter into a screen outside the vehicle to receive their order.
Nuro is Domino's second shot at an autonomous delivery system—in 2017, it tested driverless deliveries in Ann Arbor, Michigan, where Domino's is headquartered, via a modified Ford Fusion. That experiment allowed a safety driver to ride along, but the Nuro has no room for humans; one thing both companies will continue to iterate on for Nuro deliveries to be economical, scalable and successful.
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